ABSTRACT Electric vehicles (EVs) have been regarded as a promising solution to address the pressure to reduce greenhouse gas (GHG) emissions in the transportation sector. Prior research has primarily focused on their adoption behavior (intention) per se. However, gaining and processing EV-related information as the foundation for adoption have been ignored in previous research. Social media such as WeChat are influential communication channels that play a significant role in promoting information dissemination and innovation diffusion. Data from a sample of 334 respondents were collected in China to investigate EV-related information credibility on WeChat and its impact on information dissemination through a moderated dualprocess model. The empirical results show that information source-based trust and the habit of believing have a significantly positive impact on information content credibility, while recipient expertise negatively affects content credibility. Information content credibility, in turn, has a direct and positive impact on information dissemination on WeChat. Personal relevance negatively moderates the links from information source-based trust and the habit of believing in information content credibility while positively moderating the relationships between recipient expertise and content credibility and between content credibility and information dissemination. Considering the empirical results, we discuss the implications for promoting EV-related information dissemination and provide suggestions for future study.
I. INTRODUCTION
The transportation sector is facing tremendous pressure to reduce greenhouse gas (GHG) emissions. According to the International Energy Agency [41] , the transportation sector is responsible for approximately 25% of the total worldwide GHG emissions, and this figure will increase to 50% by 2030. In China, GHG emissions from the transportation sector have been the third largest, with its annual growth rate exceeding that of the whole society, and emissions are predicted to increase by 58% by 2020 under the business-as-usual scenario [79] . To improve the status quo, green transportation innovation is increasingly promoted by governments and scientists [40] , [74] , [78] .
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Electric vehicles (EVs), 1 as green technology innovation, are attracting growing attention [15] , [37] , [66] . Scientists are constantly making technological breakthroughs in EVs such as battery technology and promoting the advantages that EVs offer regarding fuel consumption and emissions [73] , [83] and [84] . In addition to technology, other researchers adopting the perspectives of consumer behavior, technology adoption and innovation diffusion have explored various factors in terms of public policy support, consumer preferences and infrastructure to promote EV adoption [15] , [44] , [78] . Based on these research results, governments have taken measures to advocate EVs in places such as the United States, China, Japan and Europe [37] , [78] . According to the statistics of ChinaEV100, the central government has published approximately 53 support policies 2 related to various aspects, including production, purchase, use and infrastructure, to boost EV diffusion since the Ten Cities-Thousand Vehicles Program was initiated in 2009 [78] . Moreover, based on the actual diffusion of EVs, researchers have analyzed the efficacy of these different policy incentives for finding better ways to accelerate the market penetration of EVs [25] , [52] .
However, most existing literature directly focuses on consumer adoption or intention to adopt EVs, neglecting the topic of EV-related information dissemination. Rational choice theory argues that consumers search related information sufficiently before they make decisions [68] . Similarly, [62] maintained that knowledge and persuasion stages occur sequentially before an individual's final decision to adopt or reject in the innovation decision process. That is, information seeking and processing constitute a fundamental variable before adoption of an innovation. In the case of EVs, although abundant incentives (fiscal and non-fiscal) have been designed by governmental officials and relevant benefits (economic, technological or environmental) have been illustrated by scientists, consumers will not choose EVs if they have difficulty accessing these messages. Therefore, whether and how consumers are exposed to information about EVs greatly influence EV adoption. Research on innovation diffusion and communication maintains that social media (e.g., Facebook, Twitter, Sina Weibo, WeChat) play a significant role in information dissemination, as they are used widely in modern society [49] , [70] , [77] . For instance, these media have been used to circulate up-to-the-minute information about technological breakthroughs in EVs by research institutions, to cover policies supporting EV purchase by governments, to advertise new products by the commercial sector, and to share knowledge among individuals.
A major question surrounding this phenomenon is how people make judgments about the credibility of information on social media. In terms of EVs, this question is especially important to answer because it influences consumers' perceptions of EVs, their attitudes towards EVs, and their decisions of whether to adopt EVs. Message recipients first decide to trust messages on social media and may then spontaneously share them with relatives, colleagues, or friends through positive words, resulting in effective dissemination of information and persuasive effects [12] . Because of its virtual nature, social media often lack professional gatekeepers (e.g., journalists and editors of traditional media) to monitor their content [71] , [80] . Gatekeepers, which are regarded as checking information for authenticity, thus become important in the process of ensuring information credibility [80] . However, the gatekeeping function online seems to shift from information producers to information consumers [29] , 2 For details, see http://auto.qq.com/a/20160121/020348.htm. leaving consumers responsible for making judgments about the perceived credibility of information they consume online.
The existing research on information evaluation and dissemination on social media is primarily classified into two streams. One stream is online credibility studied by scholars in computer systems and communications. This stream assesses information and source credibility through objective system-generated cues or surface features, without mention of its effect on information dissemination, thereby ignoring more subjective psychological factors [21] , [20] , [60] , [80] . The other stream consists of marketing researchers who examine how persuasive messages on social media can be trusted by information receivers and then used to promote adoption [12] , [14] , [51] , [85] . Almost no studies focus on innovation information to study information dissemination on social media by integrating information features with recipients' characteristics. To fill this gap, this paper conducts a questionnaire and investigates recipients' perceptions of EV-related content credibility on WeChat as well as its influence on information dissemination, and it thus extends existing literature on online credibility judgment. Based on dual-process theory, a personal relevance moderated model is proposed to consider interactions between the features of information shared on social media (i.e., source-based trust and content credibility) and the characteristics of information recipients (i.e., habit and expertise).
We chose WeChat as representative of social media for two reasons. First, according to WeChat Data Report, 3 WeChat users are from more than 200 countries with over 20 languages, and the app is downloaded on over 90% of smartphones in China. Nearly half of respondents indicated that WeChat was their first preference when using social media apps. The number of official accounts (OAs), including business accounts, verified media and ''WE'' media, has been in excess of 8 million, and OA followers accounted for approximately 80% of all users. Almost 70% of followers indicated that their purposes of following OAs are to obtain information and acquire knowledge. Second, WeChat consists of both mass communication (following OAs) and interpersonal communication (sharing information on Moments of WeChat) 4 to acquire information at the same time. Mass communication is significant for gaining general knowledge of an innovation, while the interpersonal channel is important for forming attitudes towards the innovation [12] . On WeChat, only two people who know each other can see their respective Moments, and if people share something, they usually make comments at the same time, whether they use favorable or unfavorable words, to express their attitudes towards this shared message. The effects of what users say about attitude formation on others who are exposed to this message are similar to the effects of electronic word of mouth-an important marketing strategy that affects internet user behaviors [14] , [58] . After all, in contrast to individuals they do not know, people tend to prefer trustworthy friends, relatives, colleagues, or others whom they know, especially when they are exposed to ideas not previously encountered. Therefore, EV-related information on WeChat affects recipients' attitude towards EVs and their ultimate adoption and is thus worthy of research attention.
The three contributions of this study are as follows. First, it introduces the concept of EV-related information credibility and dissemination on social media into EV adoption literature and stresses obtaining credible information as the prerequisite in an innovation adoption process. Second, this study distinguishes information source credibility and information content credibility through considering objective system-generated cues and psychological factors. Then it focuses on the effect of information credibility on information dissemination which extends the research on information credibility on social media. Lastly, this study reconciles the debate regarding the relationship between information credibility and dissemination by exploring the moderating effect of information recipients' personal relevance.
The remainder of this paper includes five main sections. Section 2 addresses the literature review on dual-process theory and assessment of the credibility of information on the Web or social media and aims to extend the results of this review to the case of WeChat. Based on this review, the research framework and hypotheses are proposed in Section 3. Section 4 illustrates the sample collection and data measures. The data analysis and results are presented in Section 5. Section 6 concludes the research and describes the implications and limitations.
II. THEORETICAL BACKGROUND
In the absence of specific studies of information on WeChat, the only way to proceed is to extensively draw on the literature about information credibility and dissemination on the Web and other social media. Then these research results are extended to information dissemination on WeChat through seeking possible specifications and amendments. Based on traditional rational choice theory, research on human judgment and decision making shows that cognitively effortful evaluation is invoked to arrive at an optimal decision or action [54] . However, with the development of rational choice theory, researchers have proposed the idea of ''bounded rationality'' [68] , which stipulates that individuals have constraints on their abilities (e.g., limited computational capacity) and external conditions (e.g., non-infinite time) [26] . As such, individuals behave rationally within given boundaries and are not always extensively engaged in cognitive tasks.
Moreover, studies of online information credibility judgment indicated that limited cognitive capacity restricts processing strategies used by Internet information consumers largely to cognitively effortless or heuristic processes [21] , [54] , [20] , [71] . The prominence-interpretation theory of web credibility [22] , for example, suggests that not all elements of a website can be noticed or selected by users, and thus, not all elements are considered in their evaluation of credibility.
Overall, research in this area finds that online information recipients exert more or less effort in determining credibility depending on external and internal factors. This finding is consistent with information-processing theories in social cognition research [81] , especially in dual-process theories [16] , [39] , [75] . The core of dual-process theories raises two different routes of information processing-Type 1 and Type 2-to distinguish cognitive operations and holds that the two information-processing forms combine or compete with one another to produce the observed judgments and behaviors [17] , [18] , [42] , [69] . The distinction between the two types is that Type 1 is rapid, automatic, and independent of working memory, whereas Type 2 is slow, deliberative, and heavily dependent on working memory [17] .
In terms of dual-process theory application, [32] contrasted the role of intuitive (Type 1) and analytic thinking (Type 2) when he studied human judgment. Reference [27] inspected specific factors in the two information-processing types (i.e., habit in Type 1 and personal expertise in Type 2), and their results illustrated the ability of expertise and habit to predict decision making. Then, [43] developed a dual-process theory of probability judgment in which they associated heuristic judgments with Type 1 and analytic reasoning, which may intervene with these judgments and improve them, with Type 2.
Furthermore, in the field of social psychology, [59] used the dual-process model to investigate attitudes and subsequent decision making and proposed the elaboration likelihood model of persuasion. In their interpretation of dualprocess theory, there are also two distinct routes of information processing to persuasion in decision making: central and peripheral routes. When a message recipient has higher involvement, he/she has a higher tendency to elaborate the information and decisions using the central route [2] , [38] . Only when consumers consider an issue to be more relevant to themselves do they tend to be more involved in that issue [45] , [82] and thus tend to rely more on central cues in information processing as well as in decision making. For example, [64] indicated that personal relevance or personal fit is a critical factor for young consumers processing and accepting corporation social responsibility communication.
In a study of the adoption of green electricity, [57] disclosed that consumers' environmental concern was not necessarily linked to their purchase, as they perceived that the green production of electricity lacked personal relevance to their lives. Based on these researches, the variable of personal relevance has a prominent impact on judgment and resulting behavior. Thus, in addition to the two primary information-processing types in the dual-process model, this research incorporates personal relevance to build a moderated dual-process model in order to investigate perceived information credibility and information dissemination. 
III. RESEARCH FRAMWORK AND HYPOTHESES
Reference [62] noted that consumers can be exposed to innovation-related information by accident or by initiation behaviors. The latter is induced by their need for or interest in the innovation, called selective exposure [62] or selective perception [33] , which is particularly prominent for accessing information on social media because of the feature-different from traditional media-that social media users choose what and whom to follow to acquire information themselves. Specific to WeChat, choosing which OAs (governments, nonprofit research institutions, and commercial organizations) 5 to follow is a kind of selective exposure-an initiative activity. The other scenario is that users are exposed to information only from their Moments of WeChat, which represent information acquired by accident-a passive activity. Based on this WeChat feature, a dual-process model with a moderating variable, that is, personal relevance, is employed to investigate the role of Type 1 (information source-based trust and habit of believing) and Type 2 (expertise and information content credibility) in disseminating EV-related information on WeChat (Fig. 1. 6 ) 
A. INFORMATION-PROCESSING TYPE 1: HABIT OF BELIEVING AND INFORMATION SOURCE-BASED TRUST
In dual-process theory, Type 1 is first used to process information and generates intuitive default responses when an individual encounters a message because of its rapid processing speed and effortless use without loading working memory [18] , [42] . Under the condition of Type 1, a message recipient prefers to rely on general impressions and peripheral/superficial cues to make judgments and decisions [5] , [86] . Regarding information on WeChat, 5 These three kinds of OAs are verified accounts. Moreover, WeChat has OAs for individuals that cannot be verified. Given that we study issues of credibility, we focus only on verified OAs for simplicity. 6 A dotted line means that we controlled the effect of the habit of believing on information source-based trust, but this is not what we studied in this paper.
information source-based trust is the closest peripheral cue for reference. Only when an individual or organization conveys a feeling of reliability do message recipients trust what is said. Studies have confirmed that recommendations from commercial salespeople are perceived to have little credibility because commercial salespeople always have certain motives and consumers therefore do not trust them [4] , [62] . In addition, prior studies have also illustrated that interpersonal trust-that is, the trustworthiness of the product vendor as perceived by recipients-positively predicts the perceived credibility of online information about a product offered by that vender [7] [13] . For information on WeChat, information source-based trust is a kind of interpersonal trust. Therefore, recipients who perceive greater information source-based trust are more likely to believe the information content.
Habit, defined as repetitive behavior without conscious effort, is another element of information-processing Type 1 that has gained popularity in social psychological models of human judgment and behavior [25] , [47] , [48] , [72] . Reference [56] demonstrated that repetitive past behavior (habit) directly affects future behavior. If an individual chooses a particular mode regularly, he/she is more likely to use it as an option in the future [65] . Individuals who are accustomed to believing others may immediately believe EV-related information.
Based on the literature review above, the following hypotheses in this study are proposed:
H1:Information source-based trust is positively related to information content credibility.
H2:Habit of believing is positively related to information content credibility.
B. INFROMATION-PROCESSING TYPE2: RECIPIENT EXPERTISE AND INFORMATION CONTENT CREDIBILITY
In dual-process theory, [18] posited a default interventionist in structure, which means that information-processing Type 2 may intervene in the intuitive default responses VOLUME 7, 2019 generated by the rapid information-processing Type 1. The extent of intervention appears to depend on individual differences in general intelligence and working memory capacity [17] . Thus, the higher working memory capacity an individual has, the greater the likelihood that he/she uses Type 2 to process information. In other words, when an individual is exposed to knowledge that he/she did not possess before, he/she tends to believe what he/she is told directly. Based on [4] definition of working memory, expertise-the extent of a recipient's knowledge on EVs and the ability to assess EV performance-can be regarded as a measurement of working memory capacity. Someone with greater expertise on EVs has higher working memory capacity to process EV-related information through Type 2 processing. Information-processing Type 2 emphasizes detailed analysis of information content [12] . Recipients with more EV-related expertise usually analyze message content carefully rather than directly believing it, which may decrease the perceived credibility of information content.
Furthermore, Type 2 processing underlines the use of message-relevant contents to assist in decision making [12] . A recipient's perception of a message as more credible increases his/her willingness to share the message.
Based on the analyses above, the following hypotheses are proposed:
H4.Recipient expertise is negatively related to information content credibility.
H5.Information content credibility is positively related to information dissemination on WeChat.
C. MODERATING EFFECT OF PERSONAL RELEVANCE
Personal relevance refers to a recipient's beliefs that a certain innovation or topic is associated with his/her personal lifestyle, values or interests [11] , [82] . When recipients regard a certain issue or innovation to be relevant to them, they show a greater tendency to become involved in it [45] . Higher involvement makes message recipients more motivated to assess information carefully and systematically via Type 2 processing [27] [59] . That is, if consumers are interested in EVs and consider this topic highly relevant to their own lives, they will search for information actively and evaluate it more carefully according to their prior EV knowledge. When information-processing Type 2 occurs under the condition of high personal relevance, the greater scrutiny of EV-related information causes the effect of expertise on content credibility to be magnified. Conversely, the impact of peripheral cues such as information source-based trust and habit of believing on content credibility is reduced when high relevance restrains the use of information-processing Type 1 [36] . In other words, recipients who consider EVs to be highly consistent with their values, beliefs or interests are more sensitive to and prudent about EV-related information. Hence, these individuals make less use of Type 1 processing to make judgments and are less influenced by resource-based trust as well as habit of believing. This finding is also illustrated in the research examining selective engagement [34] , [35] .
In terms of information dissemination, the impact of content credibility is positively moderated by personal relevance. In a study of unhealthy eating, [30] found that less physical involvement allows participants to reject responsibility for their decisions (behaviors) and thus to feel better about themselves following indulgent consumption. Similarly, recipients who feel certain information relevant to them-that is, associated with and even representing/reflecting their lifestyles, values or beliefs-assume responsibility for the consequences of sharing that information. These individuals care more about information content credibility, and their sharing behavior is more cautious and more dependent on content credibility [82] . In addition, high or low content credibility does not always lead to sharing or not sharing; this situation is similar to the attitude-action discrepancy [62] . For instance, in 2012, Michel Hazanavicius' movie The Artist won more than 100 awards, including the Oscar for best picture, but it grossed as much as Ice Age: Continental Drift did in its first weekend. In 2015, the Best Album of the Year Grammy Award went to Beck's Morning Phase, an album that, in one year, sold two-thirds of the copies that the runner-up, Beyoncé, sold in its first day of release [9] . This finding implies that being liked may be different from being purchased/adopted. Reference [76] demonstrated that purchases are driven by liking only in goods that are hedonic in nature, not in more functional products which require more than favorable attitudes before consumers adopt them. The adoption of EVs, as a representative of functional products, is affected by the combination of potential consumers' needs, subjective norms, environmental concerns, perceived controls and attitudes [78] , [1] , [6] . That is, potential consumers need to be conscious of their close association with EVs, and they may then have the motivation to adopt EVs; this is the same as sharing behavior. If recipients regard EVs as not relevant to them at all, they will not be motivated to communicate EV-related information even if they believe that information.
Therefore, we propose the following hypotheses: H5.Personal relevance positively moderates the relationship between expertise and information content credibility.
H6.Personal relevance negatively moderates the relationship between habit of believing and information content credibility.

H7.Personal relevance negatively moderates the relationship between information source-based trust and information content credibility.
H8.Personal relevance positively moderates the relationship between information content credibility and information dissemination.
IV. SAMPLE AND DATA MEASURES A. DATA COLLECTION
Our target sample consisted of students in Chinese colleges and universities for the following reasons. First, the central issue on which we focus is the dissemination of information related to innovation (i.e., EVs). Students in colleges and universities are regarded as an innovative group that disseminates and adopts innovation relatively more quickly [10] . Second, social media (i.e., WeChat) are the communication channel that we concentrated on, and these media are relatively popular among students. 7 Third, we primarily study the credibility of information that may require respondents to have comparatively higher critical thinking ability. Students in colleges and universities are suitable subjects because they have been learning and thinking critically at school. Fourth, most of them have not owned vehicles, and they are the main potential consumers of the auto market in China [24] .
Data for the study were gathered nationally through employing a professional survey research firm 8 from 15 April to 10 June 2016. Students were asked to complete a questionnaire voluntarily. The time needed to complete the questionnaire and the main purposes of the questionnaire were stated. In total, we asked 970 students if they were willing to participate in the survey; unfortunately, 180 students refused to answer the survey. The remaining students kindly accepted the invitation to complete the questionnaire. In this study, some gifts (e.g., a shopping coupon) were provided as incentives to the respondents to increase the response rate.
Of the total of 790 questionnaires, 302 were incomplete and discarded. Thus, we obtained 334 useful questionnaires, with a response rate of approximately 42%. The characteristics of the respondents in the sample are provided in Table 1 .
Concerning education level, postgraduates (master's and doctorate students) constitute 83% of all respondents, which is much higher than the actual proportion of postgraduate students in China. The percentage is high because these students are our target population. According to a report by the China Association of Automobile Manufactures (CAAM), 9 Chinese citizens aged 25 to 40 are the main owners of vehicles, with a percentage up to 55%. However, China Education Statistics reported that more than 80% of undergraduates are aged 15 to 25, while 62.3% of postgraduates are aged 25 to 35. 10 To be consistent with the age distribution of the main owners of vehicles in China, our sample in school should focus on postgraduate students. Among the total sample, approximately 55% were female, and 92% used WeChat every day. More than 87% were between 21 and 35 years old, which is consistent with the statistics from the WeChat Data Report indicating that the average age of users is 26 and that 86.2% of users are between 18 and 36 years old. Nearly 80% of respondents reported that they have not owned a car, and these students may be the potential consumers for EVs. Therefore, the study sample is approximately congruent with our target population's demographic profile.
Since our data were collected by self-report measures from a single source at one point in time, common method bias might threaten the validity of the study. To safeguard against this possibility, we performed Harman's one-factor test by loading all indicators (except for control variables) into an exploratory factor analysis [50] , [63] . The results revealed that five factors were extracted in total, consistent with our hypotheses, and no single factor explained more than 30% of the total variance in the variables. The results thus suggest that common method bias is unlikely to be a serious problem in this study.
B. DATA MEASURES
The empirical research was primarily through an internet survey. We used multi-item scales to measure the independent, dependent, and moderating variables, which were slightly adapted from previously used materials to suit the context of EV-related information on WeChat (see the Appendix).
Information source-based trust. Given the feature of WeChat that we illustrated in Section 3, we considered four scenarios of information acquisition from OAs of WeChat, including (1) governments involved in EV matters, (2) nonprofit research institutions where EV studies are conducted, (3) EV-related commercial organizations, and (4) Moments of WeChat. Under each scenario, information source-based trust was measured by combining the items from [53] , [46] . Respondents were instructed to indicate their impression of the sources from which they had received EV-related information in the past year by choosing the appropriate number (range from 1 to 7) between bipolar adjective items. Examples of paired adjectives include unknowledgeable/knowledgeable, uninfluential/influential, and unreliable/reliable.
Information content credibility. Similar to [53] , we used the Generalized Belief Measure to determine recipients' perception of the credibility of information content. This scale employs five bipolar adjective scales that focus on the degree to which someone accepts a statement as representing an acceptable belief. Under Scenario 1, respondents were instructed to choose the appropriate number indicating the degree to which they believed the statement ''EV-related information from OAs of governments is believable''.
For Scenarios 2, 3, and 4, the term ''OAs of governments'' was substituted for ''OAs of nonprofit research institutions, OAs of commercial organizations, and Moments of WeChat'', respectively.
Habit of believing. Based on the notion that habit can reflect important constancies in people's lives, we operationalized habit using the self-reported frequency of past behavior [27] . Given that students were our respondents, we measured their general tendency to believe by asking them to respond to 5 items on various belief-related situations using a 5-point bipolar scale ranging from 1 (never) to 5 (always). Examples of habit items include ''Believe knowledge taught by teachers'' and ''Believe materials from books''.
Recipient expertise. Consistent with [8] , [67] , recipient expertise is regarded as the extent of a recipient's knowledge on EVs and ability to assess EV performance. In addition, three items were adapted from their works. Slight wording changes were required to fit the context of this study. Personal relevance. On the basis of two mechanisms to obtain information (i.e., selective exposure or not), we measured personal relevance based on whether respondents acquire EV-related information only through Moments of WeChat. When people are exposed to information only from Moments, it means that they did not acquire this information actively. Such acquisition suggests their lack of need for or interest in the innovation and the lack of relevance to them. However, following OAs is selective exposure-an initiative activity induced by interest or need. Thus, if an individual reported that he/she followed OAs, then EV-related information likely held more relevance to him/her.
Information dissemination. The social network is one of the two elements of social media that contribute to information dissemination. In terms of WeChat, sharing information on Moments is diffusing information. Here, we focused on the behavior of sharing EV-related information on Moments. By choosing a number from 1 (strongly disagree) to 7 (strongly agree), respondents indicated their actual behaviors when exposed to information under four scenarios in the past year.
V. RESULTS AND DISCUSSION
A. MEASUREMETN MODEL
In terms of construct reliability, Cronbach's alphas (α) are all above 0.7, and composite reliability (CR) values are also above 0.7, which indicate good reliability ( Table 2) . Construct validity analysis is divided into convergent validity and discriminant validity analyses. This study tests convergent validity using two criteria: (1) all item loadings should exceed 0.70 [31] , and (2) the average variance extracted (AVE) for each construct should exceed 0.5 [23] . We deleted one item for habit of believing because its factor loading is smaller than 0.70. Each research construct in Table 2 conforms to the above two criteria. All necessary indices are acceptable. To evaluate the discriminant validity, this study follows the criterion that the square roots of the AVE for each construct should be greater than the correlation between constructs [23] . The results are shown in Table 3 .
After assessing the constructs individually, we performed a confirmatory factor analysis using AMOS 21.0 [3] and the maximum likelihood (ML) procedure [31] . The model 
B. STRUCTURAL MODEL
As a satisfactory measurement model was obtained, partial least squares (PLS) structural equation analysis was employed to test the concept model by Smart-PLS 2.0. Fig. 2 shows the results of the structural model test. Fig. 2 shows that the path coefficients from information source-based trust, habit of believing and recipient expertise to information content credibility were all statistically significant in the expected directions; thus, hypotheses 1, 2 andity, the enhanced probability of trusting information sources and of regarding believing as a habit will indirectly improve recipients' likelihood of disseminating information. The indirect effects are 0.197 (p < 0.001) and 0.112 (p < 0.001) respectively. Therefore, hypothesis 2 is supported. In addition, the more expertise information recipients have, the less credibility they perceive; they then have a lower probability of disseminating information, with the indirect effect of −0.099 (p < 0.001). This result indicates that recipients who have higher expertise on EVs are more prudent in evaluating and disseminating EV-related information on social media.
C. MODERATED EFFECTS OF PERSONAL RELEVANCE
The original dual-process model explained only 21.3% of the variance in recipients' behavior in disseminating EV-related information on social media, which means that other factors need to be considered. As a result, we examined the moderating effect of personal relevance. This study employs the subgroup model to analyze the moderating effect.
As shown in Fig. 3 , in the case of low personal relevance, the path coefficients from information source-based trust and habit of believing to information content credibility (which represents making judgments through informationprocessing Type 1 in dual-process theory) increased significantly. The size of the impact of recipient expertise on information content credibility was significantly reduced, while the effect of content credibility on information dissemination became statistically nonsignificant. This result illustrates that recipients who regard EVs as having no relevance to them prefer to make judgments and decisions via information-processing Type 1, and content credibility has no influence on sharing behavior.
In contrast, under the condition of high personal relevance, central cues such as recipient expertise and content credibility were more important for message recipients to process information than peripheral cues were. The size of the impact of content credibility on information dissemination increased from 0.46 to 0.74, and the proportion of explained variance in sharing behavior rose to 53.3% because of the inclusion of personal relevance as a moderator. The impact of peripheral cues, however, decreased significantly. Moreover, the path coefficient from habit of believing to content credibility changed to become statistically nonsignificant. Thus, recipients become so prudent that they conduct systematic analysis to process information, and their habit of believing has no influence for those who view EVs as more relevant to them. The results of the moderating effect analysis indicate that hypotheses 5, 6, 7 and 8 were all supported.
VI. CONCLUSION, IMPLICATIONS AND LIMITATIONS
EVs have been regarded as a promising solution to address the pressure to reduce GHG emissions in the transportation sector. Prior research has largely focused on adoption behavior (intention) per se while neglecting EV-related information dissemination, especially on social media. However, gaining and processing EV-related information serve as the foundation for adoption decisions. In this research, the moderated dual-process model was employed to explore recipients' perceptions of EV-related information content credibility and its impact on information dissemination on WeChat. The survey data were collected in colleges and universities in China. PLS structural equation analysis was used to analyze the data and test the conceptual model. The empirical results reveal that information source-based trust, habit of believing and recipient expertise significantly affect information content credibility, as hypothesized. We also find that information content credibility has a positive impact on information dissemination, as expected. Furthermore, we considered personal relevance as a moderator because of the relatively low amount of explained variance of information dissemination in the original dual-process model. The results show that personal relevance negatively moderates the link from information source-based trust and habit of believing to information content credibility and positively moderates the relationships between recipient expertise and content credibility and between content credibility and information dissemination. Notably, an increase in information content credibility may not be sufficient to guarantee that recipients will disseminate EV-related information. In fact, an increase in information dissemination may rely on the combined effects of content credibility and personal relevance. Past theoretical research on the credibility of information on computermediated media focused on system-generated cues [80] but seldom focused on cues related to the characteristics of message recipients. The findings of this research thus contribute to this literature.
In addition, this research provides findings relevant to government and vehicle sellers. Information source-based trust, although a peripheral cue, was found to have the greatest impact on content credibility in conditions of either low or high personal relevance. The person or organization that generates/produces the information plays a significant role in improving recipients' trust in the information content. Therefore, government and vehicle sellers should pay attention to constructing the brand effect of various OAs from which the information comes. OAs of governments involved in EV matters and nonprofit research institutions where EV studies are conducted may be used to produce and publish information about policy and technological breakthroughs because these types of OAs are perceived as more credible than the OA of EV-related commercial organizations in our study. 11 Furthermore, it is worth noting that recipient expertise is the second important factor in the dual-process model. Recipients who have greater EV expertise may assess the information carefully rather than believe it directly, thus resulting in perceptions of lower content credibility. Hence, when communicating information, governments and vehicle sellers should distinguish between message recipients and plan marketing approaches according to potential recipients' profiles. In China, EVs are usually purchased as a second vehicle [78] , and most potential consumers may have some knowledge of vehicles and EVs. As a result, governments and vehicle sellers should note the prudence of these consumers and give more consideration to them.
Finally, the positive impact of information content credibility on information dissemination has boundary conditions. Only when recipients consider EVs relevant to them are they likely to share EV-related information on WeChat because of the higher content credibility that they perceive. It is very important for recipients to perceive that EVs are associated with their personal lifestyles, values or interests. To improve recipients' personal relevance, governments and vehicle sellers should inform them that they have the responsibility to protect the environment that they live in and should foster their awareness of the eco-friendly environmental advantages of EVs.
Although our research has some interesting findings and implications, the limitations of the current research must be noted. First, this study is applicable only to general information about EVs, not to specific information. The data that we collected pertain to general perceptions, for which bias may exist. Researchers should conduct comparative studies in the future using experiments to collect data. Second, the sample in this research consists only of students in China. Future studies should explore potential adopters with several different social positions across different countries. Third, this research used an online questionnaire. Thus, it was difficult to obtain specific information, such as what messages the receivers forwarded and when, how and why they forwarded the messages.
APPENDIX
A. MEASURING ITEMS FOR INFORMATION SOURCE-BASED TRUST
Instructions: Please indicate your impression of the sources from which you received EV-related information in the past year by choosing the appropriate rating between the bipolar adjective items below. The closer your rating is to an adjective, the more certain you are of your evaluation. 
